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Abstract—Internet marketing is a system of new marketing 
media system that has been common to be used nowadays by 
the micro, small, and medium enterprises (SMEs), which is 
considered to fulfill customer’s needs and building relationship 
or engagement with the customer and also can make a wider 
market or even globally, resulting in a profit for the company, 
However, the dynamics of the customer user behavior that 
often turn out to be a barrier for SMEs in meeting the needs of 
users, which in the process of SMEs have limited resources 
both in the form of capital and labor. Thus, SMEs should 
understand about customer acceptance and use of internet 
marketing system. This study aims to identify the factors that 
influence the behavior of online purchase behavior based on 
the UTAUT theory, which are performance expectancy, effort 
expectancy, social influence, and facilitating condition, and 
trust as moderate variable. SEM-PLS is used as a data analysis. 
From 107 respondent, It can be concluded that the factors that 
affect intention in using internet marketing system is the 
performance expectations, expectations of business and social 
influence. Meanwhile, the performance expectations moderate 
confidence, social influence, and facilitating condition. 
Keywords-online, behavior, internet, e-commerce, SME. 
I. INTRODUCTION  
SME, known as small/middle enterprise, plays an 
important role in the development of the national or 
international economics these days, and also affects any 
decision chosen by the government. The development of 
SME through international trade activity is also done by 
providing online services. The E-Commerce business 
network is currently the most favorite [1], proved by the 
success of E-Commerce in marketing SME products in most 
countries, including USA, UK, Australia, and also India. 
In international business, the development of marketing 
tools used by some countries mentioned above like E-
exporting, E-commerce, Online purchasing, and other online 
services are some examples of the uses of internet in building 
a kind of business and maximize technology provided. 
Online marketing is becoming a critical and important issue, 
that’s why many studies has been done on the acceptance 
and adoption of online shopping[1]. Purchasing behavior of 
online suppers plays an important role in the success of 
company[2]. Many countries have used this online digital 
system and continue to develop it, especially the 
development of connection infrastructure or the basic 
network in the country to support this system. This 
development is also followed by the increase of internet 
usage in some countries. Internet marketing or online 
marketing could be defined as the entire process of building 
and maintaining customer relationship through the online 
activities to facilitate the exchange of ideas, products and 
services that satisfy the goals of both buyers and sellers or 
create value for both sides [3]. The trend of e-commerce 
become a business opportunities [4][5][6]. A better 
understanding of consumer behavior allows marketers to 
design effective marketing strategy [7].  
The increasing growth of SME in Indonesia is also 
followed by the increase of internet users every year. It is a 
good opportunity in using E-Commerce, but internet 
penetration in Indonesia is quite low, compared to other 
countries (34,1%). It may cause internet marketing not 
optimal enough. Data shows that in the last 4 years, internet 
usage in Indonesia increases and also online customers in 
Indonesia increase. They can have transaction by E-
Commerce and also social medias like Facebook, Instagram, 
and other commercial sites (emarketer.com, 2015). 98,6% 
Indonesia citizens know and understand E-Commerce, and 
63.5% of them have ever done online transaction. 
Indonesians accept internet as E-Commerce is also 
proved by the formation of organizations like IESE, 
Indonesia E-Commerce Association, BeKraf, and the 
increase of internet marketing services. But in the 
implementation, sometimes companies are only orientated on 
the selling of products and profit, so they take some factors 
which are the basics for granted, and the purpose of 
consumers in using internet marketing. In a survey 
conducted by the Association of Indonesian Internet Service 
Provider on the purchasing behavior of Internet users in 
Indonesia based on the types of Internet content that is 
accessible, the greatest result show as one of the social media 
content into the user's destination. In social media, activity 
that often occurs is online transactions or simply share 
information in the form of news. Activities of this behavior 
can be a social influence and attraction to one another. 
As a condition where consumers will be using a new 
system when there are support for external and internal 
factors, such as the development of the existing Internet 
network, the economic conditions that support consumer-
finance, and the ability and knowledge of consumers. The 
data show that Internet network speeds in Indonesia now 
reaches 4G LTE, where there was an increase in internet 
access speeds up as much as 495 percent versus the same 
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quarter last year, to 79.8 Mbps, so put Indonesia in the sixth 
of the world in terms of internal maximum speed. A major 
consideration for consumers in accessing or using the 
internet as a medium to buy online is a sense of confidence 
and security to the company, as a main support base in 
personal decision making. This phenomenon becomes the 
ease and challenges for companies to introduce their 
products in the local and international market reach by 
leveraging technological sophistication through the Internet 
system more practical and worldwide, as well as using the 
internet as the main foundation in marketing. Behavioral 
intentions of using the information technology system, the 
condition of actual usage is also of interest. [8][9] found that 
behavioral intention might influence usage. 
Challenges such as lack of capital owned by the efforts of 
micro small and medium enterprises often be a major factor 
in developing the company, so that any decision regarding 
the budget expenditures need to be considered carefully. 
Costs incurred may be the cost of network installation 
internet companies, the cost for manufacturing services 
internet marketing, employee wage costs, transport of goods, 
and the cost of stock of goods. 
Consumers’ interest in using internet marketing by SME 
are affected and divided into 4 factors (UTAUT models), 
which are Performance Expectancy, Effort Expectancy, 
Social Influence, Facilitating Condition and Trust [7][9][10], 
which is predicted to be the main support of all those factors. 
The lack of understanding by some companies cause failure 
to their effort to apply internet marketing in fulfilling market 
needs. However, there haven’t been a research focusing on 
SME in Indonesia. This research will contribute especially 
for SME in Indonesia. 
Wherever Unification Theory of Acceptance and Use of 
Technology (UTAUT) towards online purchasing behavior 
proposed by Ventakesh[11]. UTAUT models incorporate 
features that managed from eight leading technology 
acceptance theories into one theory. Eighth leading theory is 
unified in UTAUT is the theory of reasoned action (TRA), 
technology acceptance model (TAM), motivational model 
(MM), theory of planned behavior (TPB), combined TAM 
and TPB, the model of the PC utilization (MPTU) , 
innovation diffusion theory (IDT), and social cognitive 
theory (SCT). UTAUT eighth proved to be more successful 
than others in explaining the theory that up to 70 percent of 
the variance. UTAUT also include critical factors and 
contingencies associated with the prediction of behavioral 
intention to use technology and the use of technology, 
especially in the context of the organization [10]. 
After evaluating eight models, he found seven construct 
that appears to be a direct determinant of significant 
behavioral intention or behavior in the use of one or more in 
each model [12]. Constructs are performance expectancy, 
effort expectancy, social influence, facilitating conditions, 
attitude toward using technology, and self-efficacy. After 
going through further testing, they found four major 
constructs that play an important role as a direct determinant 
of behavioral intention and use behavior, namely, 
performance expectancy, effort expectancy, social influence, 
and facilitating conditions. While others are not as 
significant as the direct determinant of behavioral intention. 
Besides, there are also four moderators: gender, age, 
voluntariness, and experience are positioned to moderate the 
impact of the four main constructs on behavioral intention in 
online purchasing. 
Performance expectancy can be defined as the extent to 
which using technology will provide benefits to consumer 
hearts did certain activities[12]. Use the system is expected 
to be helpful to review improve job performance[6], Reseller 
showed to trust WITH using internet marketing will help 
users get benefits such as increased productivity, efficiency, 
save time as a result of findings from select and grouping 
information to review increasing user interest for the review 
for on the site[12], then the hypothesis: 
H1: Performance Expectancy positively influences online 
purchasing behavioral. 
The level of business expectations related to the ease of 
use of a particular system, formed of three theoretical models; 
TAM, the model of personal computer usage, innovation 
diffusion theory [13]. Experience in using information 
systems can affect the perceptions and intentions of use. The 
effort expectancy consumers do not find any significant 
difficulties in operating the Internet technology[10]. Ideally, 
in business to be significant in the initial use of the system, 
but not significant at a later stage, in this context, users 
already have experience in internet marketing for quite some 
time is expected to exert a little more effort because it is 
considered to be easy to use with relatively little 
complexity[6], then 
H2: Effort Expectancy positively influences online 
purchasing behavioral  
Social Influence can be defined as the extent to which 
consumers perceive that significant others (eg, family and 
friends) believe that they should use a particular technology. 
Individual perceptions about the importance of the beliefs of 
others that he had to use any new system, personal 
connections such as family members, supervisors, professors, 
universities, and online communities have been identified as 
the facility user behavior on the intention to use any internet 
marketing. Social media increases to produce unmatched 
media to share personal evaluation or review of an dna 
purchase and use of products or services, as word of mouth 
communication facilities[12], hence 
H3: Social Influence positively influences online purchasing 
behavioral 
Facilitating condition refers to consumers' perception of 
the resources and support available to perform the 
behavior[11]. The facilitating condition or conditions to 
facilitate, the extent to which an individual believes that the 
organizational infrastructure and technical exists to support 
the use of the system, to encourage the use of internet 
marketing in conditions facilitating there must be a user 
interface that is very good and included ease access, 
navigation, search, and guidance should be provided[12]. 
Other conditions include costs and other resources associated 
with the use of the knowledge that users have before using 
internet marketing [5]. 
H4: Facilitating condition positively influences online 
purchasing behavioral 
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In UTAUT models, user acceptance for the use of new 
technologies is influenced by the user's interests to behave 
(behavioral intention) positively to the system[10]. Behavior 
intention to use the website can be seen from repeat 
purchases, repeat visit to the website, recommendation to 
others, and positive remarks or comments about the 
website[3][6]. In this study, purchase intention and intention 
of return is used as the dependent variable to measure the 
acceptance of online shopping system. The purchase 
intention is the level of user interest to re-do the transaction 
in the future [14], while the return intention is the level of 
user interest to re-visit the website of online shopping and 
return intention is important because it can affect the amount 
of purchases in the future, which was not originally planned 
by the user[5][14]. 
Trust is a view that does not see the benefits for your-self 
on a decision and action, and the risk of the introduction of 
two concepts that blend into the trust[15]. Trust is also an 
important factor in social interactions that involve 
uncertainties and dependence[13]. Online transactions are 
not only influenced by the uncertainty, and also anonymous 
ownership, lack of control and understand opportunist which 
increases the importance of dairy risk and confidence in e-
commerce activity or internet marketing. The distance that 
separates the consumer, shopping sites, and internet 
infrastructure generating uncertainty in the transaction so 
that users have the risk of losing money and privacy[6]. user 
trust online shopping can be built if the system is reliable and 
the system can have a good reputation[16]. Trustworthy 
systems if any interaction of the user with the system is 
progressing well[3]. While the reputation of helping improve 
trust when users have never interacted before. So it can be 
taken a conclusion, that confidence in the use of internet 
marketing as a medium to make purchases online is a view 
of the system and the reputation built by sellers who use the 
system, generating uncertainties and risks that may be 
beneficial or detrimental to decision making. 
Trust in online marketing is very important in retaining 
shoppers and this issue builds asset specify in increasing 
customer[16]. Many researchers argued that trust is a crucial 
enabling factor in online transactions [14][15][17][18]. We 
hypothesis: Trust as a mediating variable to: 
H5: Trust as a mediating from performance expectancy 
and online purchase behavior 
H6: Trust as a mediating from effort expectancy and 
online purchase behavior 
H7: Trust as a mediating from social influence 
expectancy and online purchase behavior 
H8: Trust as a mediating from facilitating condition and 
online purchase behavior 
II. METHODOLOGY 
This study observed the effect of performance 
expectancy, effort expectancy, social influence and 
facilitating condition to behavioral intention and the effect of 
trust as a mediating variable to internet marketing in SME in 
Indonesia. This research use 4 independent variables: 
Performance Expectancy (PE), effort expectancy (EE), social 
influence (SI), Facilitating Conditions (FC). 1 moderating 
variable: Trust (T) and Dependent Variable Online Purchase 
Behavioral intention (BI).The methodology used in this 
study is quantitative method. The method of analysis used in 
this study is structured equation modeling (SEM) to test the 
hypothesis that are related between variables used in the 
study. Data processing is done using program WarpPLS 4.0. 
Questionnaire conducted by online to 200 respondent and 
107 questionnaire are returned and can be processed. Table I 
presents the descriptive statistics analysis of sample size 
TABLE I.  DESCRIPTIVE STATISTICS 
Items Description Freq % 
Gender Male 45 42 
 Female 62 58 
Age group 15-19 12 11 
 20-24 
25-29 
30-34 
44 
25 
16 
41 
24 
15 
 
Education Level 
>35 
Junior High 
Senior High 
Undergraduate 
Masterdegree 
10 
1 
49 
57 
0 
9 
1 
46 
53 
0 
Time spent on 
internet 
 
2 hour each day 
4 hour each day 
6 hour each day 
>6 hour each day 
7 
12 
18 
70 
7 
11 
17 
65 
 
III. ANALYSIS AND DISCUSSION 
In the analysis of quantitative data, the analysis method 
used is Structural Equation Modeling Partial Least Square. 
Reasons for using this method is to determine the indicators 
that have the strongest influence in affecting the constructs 
and determine the relationship between both constructs 
between the latent variables with the indicator as well as the 
relationship between latent constructs a direct and moderate. 
Structural Equation Modeling is one kind of multivariate 
analysis in social science, multivariate analysis is statistical 
methods for analyzing multiple variables simultaneously or 
catastrophically research and software using WarpPLS 5.0. 
In testing, the Model Fit Indicates has three parts most 
important to be fulfilled by testing a model of moderation in 
SEM-PLS is APC (Average path coefficient), ARS (Average 
R-squared), and the focus was AVIF (Average block 
VIF)[19]. 
 
TABLE II.  MODEL FIT INDICATES 
Model Fit Indicates  
APC (Average path 
coefficient) 
Average path coefficient (APC) = 0.179, 
P = 0.014 
ARS (Average R-squared) Average R-squared (ARS) = 0.385, P < 
0.001 
AVIF (Average block 
VIF) 
Average block VIF (AVIF) = 1.346, 
acceptable if <= 5, ideally <= 3.3 
 
From Table II above shows that the APC value of 0.3179 
and p-value of 0.014, the value of ARS 0.385 and p-value of 
<0.001, AVIF value of 1.346. Based on the criteria, APC has 
met the criteria because it has a p-value of 0.014 for the 
conditions is p-value of <0.05, as well as the value of ARS 
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also meet the criteria because it has a p-value <0.001 for the 
conditions is the p-value <0 05. Likewise AVIF indicator 
amounted to 1,346 eligible under the 3.30 limit. Criteria 
based on the table 2, so it can be concluded that the inner 
workings of the model is acceptable. Structural Equation 
Modeling test results can be described as follows: 
 
 
Figure 1.  Result of the research model 
 
Based on the analysis, it is known that the influence of 
variable performance expectancy, effort expectancy, social 
influence and facilitating condition on online purchase 
behavior in SME in Indonesia are as follows. Based on the 
analysis of descriptive statistic that 58% of respondents were 
female with the largest age above 20 years with education 
above the high school senior and internet use per day more 
than 6 hours, actually from the four variables, the most 
factors that influence on online purchase behavior is a 
performance expectation that having a positive relationship 
at 0.23 followed by social influence the positive effect of 022 
then the last effort expectancy is a positive effect of 0.16. 
Things that need to be considered by SMEs in using 
online marketing strategies through internet marketing, to 
influence the online purchase behavior that in selling a 
product or service, the orientation of the company is not only 
focused on selling product, but also need to focus on issues 
supporting such benefits another perceived by consumers 
when accessing the internet that support the performance 
expectancy as their news, tips and trick. In addition, most of 
the respondent also using internet marketing more than 6 
hours per day. So this needs to be considered by SMEs to be 
able to provide 24-hour online service to consumers. SMEs 
also need to consider the technical point of ease of 
consumers to access media online marketing through internet 
marketing, such as the ease of consumers to find information. 
If the website, can be given instructions on how to purchase 
and other technical to consumers. Social influence into the 
second largest factor affecting the consumer in using internet 
marketing media marketing used by companies to conduct, 
the views of people around like friends, family, relationships 
become an important factor of the views of the system. This 
can be attributed to a marketing tool word of mouth, like 
where the trend endorsement is currently a viral among class 
entrepreneurs of small, medium to large classes, the 
endorsement is a marketing technique to pay well-known 
figures such as artist and blogger, then they will be 
uploading product excellence via Instagram, Facebook, 
Youtube, Blog, they have to make the target consumers who 
become interested and then buy the product as recommended. 
Facilitating condition variable is not having an effect on 
online purchase behavior because the significance value 
greater than 5%. This finding is very interesting; because it 
turns facilitating condition is not a thing that determines the 
online purchase behavior in SME in Indonesia. If seen in 
other countries, facilitating condition affect the online 
purchase behavior, but not in Indonesia, especially SME. 
Based on the exploration results with SME company in 
Indonesia, it is suspected because the questionnaire given to 
respondents online in big cities in Indonesia so that they 
already have good facilities. The most influence factor on 
online purchase behavior is a performance expectation, then 
social influence as well as the last effort expectation. 
Then the effect of trust as a mediating variable affects 
only the Performance expectancy was positively associated 
with Social influences are also positively related. It can be 
concluded that the trust encourages performance expectancy 
and social influence of SME customers in Indonesia to 
enhance the online purchase behavior. But For Effort 
expectancy trust influence negatively on online purchase 
behavior, which means trust reduces the effort expectancy in 
influencing online purchase behavior. 
IV. CONCLUSION 
To improve the online purchase behavior SME in 
Indonesia needs to pay attention to things that support could 
improve performance expectancy and social factors 
influence is also very influential, so it is necessary to 
maintain the reputation of the SME in order for consumers to 
have confidence so as to improve the online purchase 
behavior. 
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